Abstract: In 2012, Australian libraries and library associations joined together to actively promote reading and literacy. Throughout the National Year of Reading, libraries across the country worked with a broad range of stakeholders including the government, the media, publishers and bookstores to develop and strengthen the passion for reading. The article outlines the goals of the program and discusses the four principal programs that created the framework for the 4,000 activities run by public libraries and reading organisations. The importance of branding and communication is highlighted to underscore the successful outcomes from the national campaign.
Introduction
In Australia, libraries and library associations were the driving force behind a campaign to turn 2012 into the National Year of Reading, linking together all a range of activities that were already happening around books, reading and literacy, and giving them an extra boost, with inspirational programs and events taking place across the country. The founder partners for the campaign were the Australian Library and Information Association, the State Libraries and the state-based public library associations of New South Wales (Metro and Country), Queensland, South Australia, Victoria and Western Australia, the Northern Territory Library, LINC Tasmania and Libraries ACT. This national campaign enabled libraries to partner with government, the media, writers, schools, publishers, booksellers, employers, child care providers and health professionals, along with a whole host of other organisations that share our passion for reading.
The project team's vision for the National Year of Reading 2012 was that of "Australia, a nation of readers", with three goals: -for all Australians to understand the benefits of reading as a life skill and as a catalyst for wellbeing -to promote a reading culture in every home -to establish an aspirational goal of sharing a book with your child every day The year was purposefully described as a National Year of Reading, not a National Year of Literacy, but evidence of pockets of low literacy around Australia provided the rationale for raising awareness of the importance and benefits of reading. The 'killer statistic' for the campaign was the 46 per cent figure for low levels of functional literacy that was identified in the findings from the Family literacy was a key target for the National Year of Reading. By giving parents and caregivers the confidence and skills to share books with their childrenwhether or not they themselves were readers -we knew we could help to break the cycle of disadvantage.
The National Year of Reading 2012 was about children learning to read and about keen readers finding new sources of inspiration. It was about supporting reading initiatives while still respecting the oral tradition of storytelling. It was about helping people discover and rediscover the magic of books. And most of all, it was about Australians becoming a nation of readers.
The whole campaign was based on a highly consultative, evidence-based approach involving the National Year of Reading founder partners in setting the goals and objectives of the overall campaign. While much of the activity happened through the individual partners and at a local level, we ran four national campaigns within the National Year of Reading to create a framework that others could add to.
Campaign 1: The Reading Hour
The Reading Hour (like Earth Hour, but with the lights on!) was both a family commitment and a national event. Sharing a book with your child for 10 minutes a day -adding up to about one hour per week -was our aim for Australia's first Reading Hour on the 25 August 2012. It was nominally to be held from 6pm to 7pm Australian Eastern Standard Time, mapped to the different time zones across the country, but with flexibility to allow schools and workplaces to run activities at a time that suited them on a weekday. This schedule fitted in between the Children's Book Council of Australia's Book Week which was held the previous week, and the Australian Government's Literacy and Numeracy Week held the following week. The Reading Hour was for everyone and there were events and activities for all age groups. We worked with major employers to create writer-in-residence programs, with published outputs. There were writing workshops for employees who wanted to develop their creative skills, and for those who struggled with reading and writing but welcomed the opportunity to tell their story with the help of an author or illustrator.
In addition, in September we ran an Indigenous Festival of Reading, Writing and Storytelling, in Alice Springs; a short story writing competition on the theme "It's Never Too Late … To Learn to Read", for Adult Learners' Week, was also held in September 2012.
Although the National Year of Reading needed to reach both readers and non-readers, to have critical mass and to be part of the mainstream as opposed to being sidelined as a program for marginalised Australians, it was essential that the underlying intention of the campaign was to reach people experiencing disadvantage and low literacy. We know that more than 2,000 libraries and reading organisations across Australia participated, running more than 4,000 events across the year, involving more than 200,000 active participants.
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For the public library membership drive, for example, we targeted: -people who can't afford to buy all the books they want to read -new migrants looking for a point of connection with their new surroundings -parents who might not have thought of reading as a family activity -elderly residents (promoting a healthy mind as well as a healthy body) -young adults who may have got out of the habit of reading for pleasure -non-readers seeking help to improve their literacy skills -people who don't have their own computer at home
The cost of the campaign at a national level was AUD 1.7 million. In addition, we estimate there was further inkind support to the value of AUD 5.6 million. Partners contributed what they felt the project needed or deserved; Disney Junior, for example, produced a high quality TV advertisement for The Reading Hour and ran it free on the Disney Channel in the run up to The Reading Hour. For most recipients, there was no charge for participation in the activities they attended.
The promotional tools were primarily shared branding, which was available to all free of charge; print materials including posters, bookmarks, wallcharts, all available free to libraries; as well as free downloadable versions of the print materials for other partners. There was also a strong online presence, with an active website www.love2r ead.org.au, updated at least twice a week, and the highly active social media sites -12,000 online followers for Love2Read Facebook, Twitter and our e-newsletter (links and back issues available on the website). The public relations activities were incredibly important, as we had no budget for advertising. In terms of editorial coverage and free advertising alone, we gained $26 million-worth of media coverage.
Our original budget for carrying out the campaign was AUD 7 million and, thanks to a highly active program of partnerships, we managed to pull off nearly all the activities we wanted to do at a national level on the much reduced figure of AUD 1.7 million. The campaign team is currently working on the allocation of costs against project management, program delivery, marketing and communications and evaluation, but detailed figures are not yet available. However, it can be reported that there has been an incredibly high level of return on investment (ROI).
-If we just look at the AUD 1.7 million invested against the value of the media coverage generated and the in-kind support provided, this gives us an ROI of AUD 18.59 for every AUD 1 invested. -If we look at the AUD 1.7 million against the 200,000 direct participants alone (ignoring the wider community awareness raising), it has cost just AUD 8.50 per person for a potentially life-changing experience.
Researchers at Edith Cowan University are carrying out an evaluation of the National Year of Reading and we anticipate more findings about the value and contribution of the campaign to individuals and communities across Australia once the report is published later this year.
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